While the term restaurant revenue management was defined in this journal in 1998, the history of publications in the Cornell Hospitality Quarterly (CHQ) related to managing restaurant profitability spans nearly fifty years. Of the 160 published articles related to restaurant profitability, more than one-quarter have appeared in the CHQ, which is more than three times that of any other journal. This article presents a new, decision-based framework for restaurant profitability, which expands on the earlier revenue-focused framework. The existing CHQ articles are categorized using the framework, and the gaps are used as the basis for identifying a large number of worthwhile, but as yet unanswered research questions related to restaurant profitability.
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Keywords: restaurant revenue management; restaurant customer preferences; restaurant profitability management T welve years ago in this journal, Professor Sheryl Kimes and her coauthors (1998) first coined the term restaurant revenue management (RRM). According to Kimes and her coauthors, RRM is the application of yield management to restaurants, where the classic definition of yield management was given by Smith, Leimkuhler, and Darrow (1992) as "sell [ing] the right inventory item to right customer at right time at right price."
Though the term restaurant revenue management is relatively recent, papers on related topics stretch back to 1961. Across the years, the Cornell Hospitality Quarterly (CHQ), largely under its earlier name of the Cornell Hotel and Restaurant Administration Quarterly, has been the main outlet for RRM-related research. Indeed, a thorough literature search on topics related to RRM identified 160 articles in peer-reviewed journals (a full bibliography is available from the author), of which 43, jump in the number of RRM-related articles that occurred in the late 1990s. The volume of papers published since 1998 suggests that the topic of RRM has resonated, certainly with the academic community. There is evidence that the topic can improve practice, too. For example, Kimes (2004) reports on a restaurant that was able to increase its peak revenue by approximately 30 percent, primarily by changing its mix of tables to better match the customer mix.
My goals in this article are threefold. First, I wish to bring cohesion to the RRMrelated work that has been done to this point. In doing so, I will focus on work published in the CHQ, befitting its dominance as an outlet for RRM-related material. Second, I introduce a different and, I believe, broader way of looking at RRM, which uses a decision-based framework focusing on restaurant profitability, rather than on restaurant revenue. Third, I wish to identify hanging research questions related to restaurant profitability, so that the next decade of work on the topic might continue to expand on work performed to this point. The structure of this article is as follows. I first provide an overview of the literature related to RRM, focusing on the themes that exist. I then present my decision-based framework for restaurant profitability management, classify the relevant articles published in the CHR using the framework, and identify hanging research questions.
Literature Review
In the review of the literature, I will focus primarily on two areas: the emergent themes in the literature and the "strategic levers" of RRM. I discuss each below.
Emergent themes. The RRM literature can be viewed from the perspective of emergent themes. There are two dominant themes: capacity management and customer experiences. A large component of capacity management deals with the mix of tables in restaurants. The rationale for focusing on the mix of tables is simple: by better matching capacity to demand, a restaurant increases its effective capacity. To investigate that proposition (Thompson 2002) , I examined whether is it preferable to have smaller tables that can be combined together to seat larger parties or to have a mix of table sizes, and I found that a mix of table tends to perform better, other than for small restaurants. In a follow-up paper (Thompson 2003) , I attempted to identify the positioning of the combinable tables that yields the revenue maximizing layout. Kimes (2004) reported on an RRM implementation where changing the table mix was a big driver of a restaurant's increased revenue.
Kimes and her coauthors have done much of the work related to customer experiences. Kimes and Wirtz (2002) examined the degree of customer acceptance of different demand-related pricing policies, finding the least acceptance of different prices based on table location. Kimes and Robson (2004) used a fast casual restaurant to examine how the characteristics of where customers were seated affected the amount of money they spent, finding, among other things, that customers tend to spend more if they are at a bigger table. McGuire and Kimes (2006) used a survey to explore customers' sensitivity toward different reservations policies, finding that customers were least favorable toward VIP-based seating policies.
Strategic levers. According to the most prolific RMM author, there are two strategic levers for applying RRM: price and meal duration (Kimes 2004) . Price management involves such things as "offer[ing] different menu prices based on customers' willingness to dine (or make reservations) during slack times . . . [through such actions as] happy hour, early-bird specials and restricted-use coupons" (Kimes 2004, 52) . Restaurants can also offer higher-priced meals during higher demand periods and such things as "daypart pricing, day-of-week pricing, and price premiums or discounts for different party sizes, tables and customer types" (Kimes 2004, 52) . Kimes and Wirtz (2002) found that customers were generally accepting of differential pricing across days and across day parts within days and of promotions.
Duration management includes refining the definition of duration, reducing the uncertainty of arrival, reducing the uncertainty of duration, and reducing the time between meals (Kimes 2004) . Kimes (2004) gives a nice example of an RRM implementation process, which includes how these specific aspects of duration can be evaluated and managed.
There are several shortcomings of the strategic lever view of RRM. First, the focus on duration can be misleading for many RESTAURANT PROFITABILITY MANAGEMENT FOOD-SERVICE MANAGEMENT restaurants. A large simulation study showed that reducing dining duration increases revenue only by about one-quarter of that expected (Thompson 2009) . A big factor affecting the amount of revenue bump achieved for a given reduction in dining duration was the number of table turns the restaurant was experiencing during its peak periods. Moreover, there can be a significant challenge in reducing duration without making customers feel rushed. Duration as a lever, then, tends to apply best when the restaurant is already achieving a high number of turns-quick-service restaurants (QSRs), for example, would be the ideal environment in which to reduce duration. A second and more problematic limitation is suggested by the term restaurant revenue management itself, which is a focus on revenue, rather than profitability. Third, restaurateurs have a greater range of decisions that affect profitability than just duration-related and pricing-related. Those decisions range from short-term to long-term. For these reasons, I will next present a new framework, based on the decisions restaurateurs face.
A Decision-Based Framework for Restaurant Profitability Management
Before identifying the decision-based framework, it may be helpful to identify characteristics of customer demand that are relevant to managing restaurant profitability:
• Number of parties. The number of parties is a typical demand measure in a restaurant. The number of parties commonly is tracked by arrival (or reservation time). It is affected by many decisions, such as the location of the restaurant and its concept. • Party size. The party size is another important demand characteristic. For example, a party of four will place different demands on the restaurant than will a party of one. The mix is also affected by a restaurant's location and its concept, among other things. • Party composition. All parties of the same size are not equivalent. Party composition can vary, for example, by age, gender, and family relationships. For example, a party of four comprising two adults and two children will be significantly different from a party of four on a business meal. • Items purchased. Another aspect of customer demand is the particular items purchased, for example, the number of courses; consumption of specials, wine, or other alcoholic beverages; in-house, delivery, or pick-up ordering; and purchases of ancillary items, such as branded T-shirts or food items. • Meal duration. The meal duration is affected by the characteristics of the customer-for example, the party composition-as well as by the restaurant's concept, size, staffing, and nature of the service. • Time dependency. All of the customer demand characteristics listed above can vary across time. The implication of this is that the demand characteristics must be forecast, rather than simply assuming a static customer demand, for the most profitable planning and control of the restaurant operations.
The decision-based framework of restaurant profitability management (RPM) contains decisions that affect demand (typically strategic and marketing decisions) and operations. I will next consider the demandaffecting decisions. The decisions listed below are not meant to be an exhaustive list of all the options in each category, but rather are meant to be representative: I next identify the operations-related decisions facing restaurateurs. I will separate these into forecasting-related decisions, planning decisions, and control decisions and identify each below.
Forecasting decisions. Forecasting decisions relate to forecasting or predicting what will happen in the future. Forecasts are commonly made using some combination of a prediction based on historical data and a prediction based on managers' knowledge, experience, and intuition.
• What to forecast. The specific demand characteristics that need to be forecast should be identified. includes two additional categories of articles: articles that mainly provide an overview of some aspect of RPM and those that focus on RPM metrics. In addition, Exhibit 2 classifies each article based on the type of methodology it employs: studies using archival data, case studies, experiments, opinion pieces, simulation experiments, and surveys. Exhibit 2 can be a useful tool for thinking about where the field of RPM would benefit from additional research. Certainly any empty cells are candidates for research. However, any cells where the articles have been primarily case studies and opinion pieces would also benefit from more broadly-defined investigations. The next section talks about those hanging research questions.
Hanging Research Questions
Given that research related to RPM has been published in the CHQ for nearly fifty years, there are a surprisingly large number of worthwhile research questions that remain unanswered. Here is a list of the questions and topics that I feel are the most relevant:
• Location. There is little guidance in the literature related to evaluating restaurant location decisions. For example, research could investigate, perhaps based on existing outlets of one or more chain restaurants, the factors that affect the profitability of a location, such as accessibility, foot or vehicular traffic counts, proximal demand generators, and the location of competitors. • Size. No definitive studies have been performed related to identifying the ideal size of a restaurant. While the size and location decisions are often commingled, managers would benefit from studies addressing how size affects restaurant profitability. • Concept. The location and size questions identified above assume that a concept exists and that one is looking to find a location for the concept. However, there are also situations where one already has a location in mind and the decision is to find the best concept for the location. Research that could benefit this decision would attempt to identify the characteristics of the market, location, and competition that affect the profitability of a particular concept. For example, is it best to be the first of a concept in an area? Is profitability related to consumers' general awareness of a concept? (In other words, is there an advantage or disadvantage with a relatively unknown concept?) • Colocation. There have been no studies on restaurant colocation. Relevant research could identify the conditions under which profitability increases under colocation and identify the requirements for successful colocation. For example, is colocation more profitable when kitchen facilities can be shared? When space is at a premium? When the market segments of the individual restaurants are similar? When the individual restaurant's concepts are narrowly defined? • Pricing. Only a single case study has been published that examines the sensitivity of customer demand to pricing changes . While the authors of the paper formed a company with the purpose of consulting with the restaurant industry regarding optimal pricing decisions, suggesting the importance of the concept, no broad-based follow-up studies have been reported. Thus, interesting research questions would include, Which menu items tend to be the most useful for driving profitability? In which market segments can pricing have the largest affect on profitability? Are there market-or facility-based limitations of using pricing changes to drive profitability? • Price discounting timing. There have been a number of instances where price discounting has been advocated as a tool that can drive revenue in off-peak periods. Depending on the timing of the discounts, however, peak revenues can be affected. Thus, a research question relates to identifying the ideal timing restrictions and the nature of the discounts, to best drive a restaurant's profitability. • Up-selling timing. Up-selling is the process of trying to increase a party's check size, by pushing such things as specials, desserts, and coffee. A hanging research question is when such actions should best be done so that the restaurant's overall profitability increases. • Discounting versus up-selling. The question for discounting versus upselling is whether both of these actions belong in a restaurateur's tool kit or whether one action tends to dominate the other. The issue of real-time accept or reject decisions relates to applying cherry picking in real time. For example, it may be the restaurant's policy to accept parties of more than six people, but perhaps a party of eight would be seated if the restaurant were slower than normal. As such, interesting research questions would involve identifying the practices currently used in the industry and conducting experiments to develop context-sensitive prescriptive guidelines for restaurateurs. • Real-time food preparation decisions.
Research questions involving real-time food preparation relate to batching. What is the ideal batch size for each à la carte item? At one extreme, the batch size would the number of the specific items in each party's order. At the other extreme, which could apply in a restaurant with fixed seating, would be a batch size equal to the sum of the specific item across all the parties' orders. While batching offers kitchen efficiency, it can reduce food and service quality if the batches become too large. A similar issue exists for buffet restaurants, and that is the size of food pan. Larger pans may allow more efficiency from the perspective of preparation but also result in more spoilage, particularly toward the end of the meal periods. Another real-time food preparation decision is how to best handle stockouts. No study has yet been done regarding customers' reactions to stock-outs.
Conclusions
This is an exciting time to be a person with research interests related to increasing restaurant profitability. Despite a history stretching back nearly fifty years, there are a surprising number of important and unanswered questions. These questions are not just those that might interest an academic but those that can make a difference to the performance of individual restaurants and to the restaurant industry as a whole.
In its history, the CHQ has published more than one-quarter of the RPM-related articles, more than three times the amount of any other journal. My personal hopes are that the CHQ continues to be the dominant outlet for RPM-related work and that the research questions I have presented in this article can stimulate additional work in the area.
